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On the Internationalisation of Firms from Emerging Markets: An Exploratory Study 
 
 
ABSTRACT 
 
This paper explores an underdeveloped topic, which is how firms from Latin American emerging markets 
compete internationally. This study examines the case studies of three Chilean firms that have been able 
to internationalise successfully and become relevant international players. Drawing on interviews with 
company managers, as well as industry data and corporate reports, this paper provides insights into the 
successful internationalisation process of firms from Chile. In particular, the findings of this study suggest 
that specific capabilities and resources, such as belonging to a family conglomerate, domestic and 
foreign partnerships and networks, innovation and market orientation, adaptation to the local markets, 
and an experienced management team, are required for emerging market firms to internationalise and 
improve their likelihood of success in foreign markets. 
 
INTRODUCTION 
The past two decades have witnessed rapid growth and transformation in emerging economies and firms 
from these markets are accelerating their efforts to integrate into the global economy (Hoskisson, Eden, 
Lau, & Wright, 2000).  Several companies from emerging markets are expanding internationally or 
regionally and competing successfully with large companies from developed nations and become global 
champions (Khanna & Palepu, 2006, Sinha, 2005).  However, less is known about the internationalisation 
process of Latin American in the Pacific Rim, firms such as Peru, Mexico, Colombia and Chile. The 
growing importance of emerging economies is also reflected in several calls for more studies on 
emerging markets (Burgess & Steenkamp, 2006).  
This exploratory study draws from the literature on international marketing and international business 
to examine the internationalisation process of three companies from an emerging country. The main 
research question of this study is as follows: How do firms from Latin American emerging markets 
internationalise and compete with firms from developed countries? In order to address the research 
question, this paper seeks to explore and analyse the successful internationalisation process of three 
companies from Chile, and emerging country in Latin America. The findings will provide unique insights 
into a previously unexplored sector in the internationalisation literature.  
Since the objective of this study is to address an unexplored area of research, case study 
methodology was deemed most appropriate for this purpose. Specifically, this study considers the 
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internationalisation experiences of three Chilean firms (manufacturing, retailing, and services industries) 
that are market leaders in their home country and relevant international players. Drawing from in-depth 
interviews with company executives and industry experts, and secondary data, this paper explores the 
ways in which internationalisation was achieved by these Chilean companies. 
This paper will first review the relevant literature for assessing emerging market internationalisation. 
Next, case study methodology is used to analyse and identify the resources and capabilities needed for 
emerging market firms to internationalise. The paper concludes with a discussion of the findings, and 
some areas for future research. 
LITERATURE REVIEW 
The process of internationalisation has been the subject of widespread theoretical and empirical 
research within the fields of international business, marketing and retailing (Alexander & Myers, 2000, 
Cavusgil, 1980, Johanson & Vahlne, 1977). The internationalisation process is described in general 
as the stages composing the gradual international expansion of a firm’s operations. Johanson & 
Vahlne (1977 p.36) describe the internationalisation process as “a gradual acquisition, integration and 
use of knowledge about foreign markets and operations and a ... successively increasing 
commitment to foreign markets”.  
Traditional internationalisation theories focus on how multinational enterprises from developed 
countries capitalise their competitive advantages and gain rents in foreign markets (Dunning, 1988, 
Johanson & Vahlne, 1977). Yet, these theories may not explain pertinently the internationalisation 
behaviour of firms from emerging countries which are generally less resource endowed and less 
competitive compared to firms from developed markets and exhibit  greater institutional variance 
relative to the institutions of developed economies (Aulakh, Kotabe, & Teegen, 2000).  
Emerging markets are generally defined as “low income, rapid growth countries using economic 
liberalisation as their primary engine of growth” (Hoskisson, Eden, Lau, & Wright, 2000). Emerging 
market contexts are characterised by institutional turbulence and lower levels of economic 
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development compared to developed nations (Welsh, Alon, & Falbe, 2006). Firms from emerging 
markets are not known for having the most innovative technology, superior human capital, or world-
recognised brands. They may also experience shortages of financial capital, which hinders the 
implementation of marketing strategies in international markets (Arnold & Quelch, 1998, Wright, 
Filatotchev, Hoskisson, & Peng, 2005). Nevertheless, emerging markets are also unsaturated 
compared to developed ones and consumers are eager for better products and services with 
international quality (Welsh, Alon, & Falbe, 2006).  
A recent body of work in the marketing and international business literature has explored the 
competencies needed to enter and operate in emerging markets (Arnold & Quelch, 1998, Eckhardt, 
2005, Fahy, Hooley, Cox, Beracs, Fonfara, & Snoj, 2005, Hoskisson, Eden, Lau, & Wright, 2000, 
Khanna & Palepu, 2006, Kim, Kandemir, & Cavusgil, 2004, Walters & Samiee, 2003, Yaprak, 
Karademir, & Osborn, 2006, Yiu, Bruton, & Lu, 2005, Zhang, Zhang, & Liu, 2007). Additionally, 
several studies have explored how companies from emerging markets can become important 
international players, although most of these studies specifically investigate manufacturing firms 
(Aulakh, Kotabe, & Teegen, 2000, Aybar & Thirunavukkarasu, 2005, Bonaglia, Goldstein, & Mathews, 
2007, Vernon-Wortzel & Wortzel, 1988, Yiu, Lau, & Bruton, 2007, Zhu, Hitt, & Tihanyi, 2006). 
Evidence from this literature demonstrates that contrary to the expectations of many scholars, 
companies from emerging markets can succeed in the international arena (Aybar & 
Thirunavukkarasu, 2005, Hennan & Keegan, 1979, Lall, 1983, Sinha, 2005, Wright, Filatotchev, 
Hoskisson, & Peng, 2005), and even perform better than their respective country market indices 
(Aybar & Thirunavukkarasu, 2005, Del Sol & Kogan, 2007). Nevertheless, the capabilities needed by 
emerging economies to perform internationally may be different from those of mature economies due 
to the fact that these firms exist in different resource environments based on their institutional and 
economic context (Wan & Hoskisson, 2003). This is because emerging market firms reside in less 
generous-resource environments, given the relative underdevelopment of their home countries 
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(Guillen, 2000). Thus, these firms must follow a distinctive approach to internationalisation and 
pursue strategies that enable them to catch up with more resourceful players from developed markets 
(Bonaglia, Goldstein, & Mathews, 2007). 
A number of studies show that specific resources and capabilities of emerging market firms can 
provide a source of competitive advantage by matching the requirements of another emerging market 
characterised by underdeveloped institutions and a lack of economic resources. However, most of 
the research is conducted in Asian and Eastern European countries, and less is known about Latin 
American countries located in the Pacific Rim region, such as Peru, Colombia, Mexico and Chile. 
Bonaglia, Goldstein, & Mathews (2007) suggest that companies from developing countries grow 
large as they internationalise, but also internationalise to grow large. Similarly, Luo & Tung (2007) 
argue that firms from emerging markets use internationalisation as a springboard to acquire strategic 
assets needed to compete more effectively against global rivals at home and abroad, and to reduce 
their vulnerability to institutional and market constraints at home. The authors explain that these firms 
seek to overcome their latecomer advantage and compensate for their weaknesses in the global 
arena by acquiring critical assets such as  sophisticated technology, advanced manufacturing know-
how, obtain managerial expertise, or gain access to consumers in key foreign markets, and also 
counter attack global rivals’ major foothold in the home market.  
As an example, Aulakh et al., (2000) argue that the shortage of products and competitors in 
emerging markets provide tremendous opportunities for other emerging market firms to pursue 
differentiation strategies. Furthermore, emerging market firms compared to their developed 
counterparts is that when entering other emerging markets, their marketing strategies do not consider 
Western-style development but emerging market economic development (Dawar & Frost, 1999, 
London & Hart, 2004).  Similarly, Lall (1983) found that firms from emerging countries outperformed 
their counterparts from developed markets when entering other emerging markets owing to their 
resource endowments of lower-cost inputs, affiliation with a business group, ethnic considerations in 
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the host country, and technology and management that are adapted to the host country conditions. 
Similarly, Lee and Beamish (1995) found that Korean firms face a lower knowledge gap when 
operating in other emerging economies because these new contexts present a similar economic and 
institutional environment to their home country context. Thus, firms from emerging countries possess 
a marketing knowledge that might be unavailable to firms from developed countries.  
Other sources of competitive advantage for emerging market firms include ties with home or host 
country networks, which can provide important capabilities for emerging market firms when they 
pursue internationalisation. Elango and Pattnaik (2007) found that firms from emerging markets draw 
on the international experience of their parental and foreign networks to build the capabilities and 
resources to operate internationally. For example, in some emerging economies such as China, firms 
have to seek government approval when they plan to open foreign ventures. Similarly, Yiu et al. 
(2005) found that business groups are substitutes for imperfect market institutions in emerging 
economies and argue that business groups facilitate organisational legitimation in emerging 
economies. Guillen (2000) also examined business groups in emerging markets and concluded that 
they add value to member firms by pooling and distributing heterogeneous resources through related 
and unrelated diversification. 
Yiu et al. (2007) highlight the role of capabilities such as managerial skills, technological know-
how and innovation orientation in increasing internationalisation venturing performance for emerging 
market firms. Managerial skills and international experience, which are two capabilities highlighted in 
the international business literature that improve the performance of internationalising firms (Luo, 
2000). Managerial skills are reflected in human resource management, the effectiveness of 
information flow, coordination, and organisational structure. International experience comprises 
experience with international operations and specific foreign markets. This is consistent with previous 
empirical findings in the international business and marketing literature that firms with higher levels of 
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technological know-how are more likely to internationalise and help with the knowledge integration of 
operations in different countries (Frost & Zhou, 2005).  
This study draws on the resource-based view (RBV) of the firm, which focuses on the ability of 
organisations to attain resources that will generate a source of competitive advantage (Barney, 
1991). Under this approach, differences in the performance of firms are explained by their resource 
endowments. Organisations that possess resources which are valuable, rare, inimitable and non-
substitutable, will obtain a position of sustainable competitive advantage. In addition, RBV advocates 
that firm’s resources must have a good fit with the external environment (Barney, 1991). These 
resources can be either organisational or managerial, such as the competitiveness of products, 
financial resources, international experience, attitude and the leadership qualities of managers. For 
example, networks with home and host actors may generate unique capabilities for firms from 
emerging markets and help them compete against more financially and technologically resourceful 
companies from developed nations.  
In conclusion, the theoretical premise of the study is that internationalisation for emerging market 
firms is largely dependent on the resources and capabilities developed and acquired by these firms to 
expand their source of competitive advantage in new international markets. Although firms from 
emerging countries might not necessarily follow the incremental approach in internationalisation, they 
still attend carefully to the importance of organisational learning and global experience(Johanson & 
Vahlne, 1977). Thus, the main research question of this study is as follows: What are the key 
resources and capabilities needed by firms from Latin American emerging markets to succeed in 
foreign markets?  
RESEARCH METHODOLOGY 
Given the relatively unexplored nature of the research topic (internationalisation of emerging market 
firms from Latin America), and the relevance of investigation this phenomena in its context, this study 
employs a case study approach to explore the research question, in order to generate a depth of 
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findings that would be unavailable initially in a larger quantitative study. Case study  methodology 
allows obtaining rich insights of processes (Yin, 1994). Three cases of successful firm 
internationalisation were selected as examples of internationalising firms from an emerging country in 
Latin America. These Chilean firms have established themselves as leaders in their domestic markets 
and relevant international players in their fields.  
Following the recommendations of Yin (1994), data for this investigation was collected from a variety 
of sources, including face-to-face interview with executives of the three companies: Universidad Adolfo 
Ibanez School of Business, S.A.I.C Falabella, and Concha y Toro Winery. These companies were 
chosen because they represent different industries (services, retailing, manufacturing), and also 
because these firms have succeeded in their internationalisation attempts. In addition, secondary 
sources, such as company documents, corporate annual reports, and press articles related to the 
cases were recollected during the period of study. Thirty-six semi-structured, face-to-face in depth 
interviews were held with relevant participants of the companies. Interviewees consisted of company 
executives involved in the internationalisation process, partners, country managers, and professionals. 
The respondents were selected to provide a broad representation of the organisations, 
encompassing managers from different areas such as marketing, operations, finance, corporate 
development, as well as country managers and executives of the foreign operations of the firms. The 
use of multiple respondents (within and outside the firms) made it possible to develop converging lines 
of inquiry. Interviews were of a semi-structured nature and lasted an average of 55 minutes. Interview 
questions focused on the companies´ internationalisation process and performance in each market. 
Most interviews with managers located in the Chilean market were conducted in person; however, the 
interviews held with country mangers or executives located in foreign markets were conducted via 
telephone due to geographical distance. All interviews were recorded and transcribed. For 
confidentiality reasons, the identities of respondents are not disclosed.  Recommendations from Golder 
(2000) were used to evaluate the authenticity of the information sources. The process of analysis and 
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interpretation resulted in inferences that were used to generate insights and connections to the 
research question and previous research (Spiggle, 1994). 
The next section presents an overview of the cases backgrounds and a description of the 
companies’ domestic operation and internationalisation process. Following, the paper reports the 
findings from the interviews and secondary data. Previous internationalisation research was used to 
guide the analysis and interpretation of the data. Excerpts from the interviews are used through the 
findings to illuminate relevant themes. These key themes are discussed in the following section.      
Case 1: Falabella 
Falabella is the largest department store chain, home improvement retailer, credit card controller, and a 
relevant shopping mall owner in Chile. The company is one of Latin America’s largest, most competitive, 
and most diversified retailers (AmericaEconomia, 2007, Forbes, 2007) and operates 175 stores located in 
Chile, Argentina, Peru, and Colombia, with consolidated sales in 2007 of US$5.7 billion. 
Falabella has remained under the same family ownership for over 60 years, and family members still 
actively participate in executive roles. The company operates a successful multi-format retail model with 
a corporate credit card (CMR), as well as financial, travel and insurance services to middle-income 
consumers. Falabella also owns several centres as a way to secure the permanent presence of their 
stores in the selected locations. The company was founded in 1889 by Salvatore Falabella, initially as a 
tailor shop. In 1937, the company was bought by Alberto Solari and during the 1960s the Solari family 
initiated a growth process by expanding Falabella’s product lines to include electronics and home 
merchandise in order to establish its department store format. In 1980, Falabella provided Chilean 
consumers with the first retail corporate credit card, known as CMR, which has developed and grown to 
become the market leader in 2007.  
Falabella started its internationalisation process by entering Argentina in 1993, followed by Peru in 
1995, and Colombia in 2003. From the beginning, this retailer aimed to become a leader in the Latin 
American region, so it needed to internationalise as soon as possible because large retailers such as 
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Wal-Mart and Carrefour were already starting to look at expanding throughout the region. Simultaneous 
to their internationalisation process, in 1997, the company engaged in a joint venture with the American 
home improvement chain Home Depot to operate stores in Chile. However, after three years of 
continuous losses Home Depot decided to leave the Chilean market. Falabella purchased the five stores 
of the Chilean operation at the beginning of 2002, and in a few improved the financial figures of its home 
improvement business. Moreover, during 2003 Falabella merged with Sodimac, the largest home 
improvement chain in Chile, which was already present in Colombia. This merger helped to consolidate 
Falabella in the home improvement business while simultaneously increasing the retailer’s international 
operations. 
Throughout the years, Falabella floated on the stock market and professionalised the company by 
incorporating modern technology, providing a wider product range, opening local distribution centres, and 
improving customer service, as well as developing loyalty programs and credit cards for consumers. The 
company also opened an office in Shangai in order to achieve closeness and better purchase conditions 
with Chinese suppliers. Along with a strong national expansion strategy, recent acquisitions by Falabella 
have led the firm to become a multi-format business that includes department stores, home improvement 
stores, and retail grocery stores. During 2008, the company announced future investments of $2.6 billion 
through to 2011, aimed at expanding the firm’s stores in the region (Wall Street Journal, 2008). 
Case 2: School of Business, Universidad Adolfo Ibáñez (UAI) 
Universidad Adolfo Ibáñez (UAI)’School of Business is one of the largest and most prestigious schools of 
business in Chile. This private institution has assumed the leadership and innovation of university 
education, and is the most internationalised business school in Chile (Bradley, 2006). Universidad Adolfo 
Ibañez operates 4 campuses in Chile, one operation in Peru, and one campus in Miami, as well as 
several undergraduate and postgraduate programs held in Chile, Peru and the U.S., as well as executive 
education to companies located in the Latin American region. At the end of 2007, the school of business 
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UAI had achieved 4th place in the Latin American ranking, and 1st place among Chilean schools of 
business according to the magazine America Economia1.  
The school of business was founded in 1953, under the initiative of one of the most prestigious 
businessman and entrepreneurs of that time, Adolfo Ibáñez Boggiano, and it claimed the record of being 
Latin America’s first business school. From early on, Ibañez visualised the need to form people capable 
of managerial abilities and held in a professional way and therefore increase the development of the 
country.  In 1960, the school of business started to conduct programs in conjunct with Harvard and 
Stanford Universities, which allowed that several important professors such as Michael Porter, Theodore 
Levitt, Howard Stevenson, Hirotaka Takeuchi, Mark Albion and W. Carl Kester dictated courses in Chile. 
In 1965, humanities and economic degrees were established. Since its beginnings, the UAI School of 
Business formed generations of alumni that are characterised by their entrepreneurial spirit, and 
managerial capabilities. In 1979, UAI introduced its first executive education program that since 1987 is 
known as the MBA (master of Business Administration). At the end of the 80s, the school of business 
joined the school of engineering and law to form the University Adolfo Ibanez, and later is complemented 
by psychology, journalism, humanities and government studies.  
The internationalisation process of the School of Business UAI started in 1970 by recruiting academic 
faculty with overseas postgraduate degrees. The motivation to internationalise was proactive to achieve 
further growth and came from the owners. However, it was sin 1996 that the school started its 
internationalisation process by inaugurating the International MBA Programme aimed at internal students 
from the region. This programme was held at its campus in Viña del Mar, with 80% of the students from 
other Latin American countries including Bolivia, Peru, and Ecuador. At the same time, UAI also began to 
provide non-degree executive education around the region, partly in response to demand from Chilean 
companies as they expanded around the region. Following this process, in the year 2003 the School 
inaugurated in their first Executive MBA program abroad, in Lima Peru, in conjunction with partner INCAE 
                                                 
1 Source América Economía, May 2007.  
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Business School. Continuing with the internationalisation process, the school of business acquired 
international accreditations (AACSB y AMBA), which allowed the School of Business concreter exchange 
agreements and dual degrees with international universities.  
After Lima, the School of Business UAI had thought of expanding gradually to other Latin American 
cities throughout the region, but Miami was decided as the best option since from there they could reach 
different markets: Florida, Central America, and the north part of South America. As a result, three years 
later, in 2006, The Multinational MBA was launched, and was held in Miami. At that moment, UAI was the 
first and only university in Latin America to offer an academic degree in the United States. This venture is 
controlled by UAI but developed in association with two Chilean entrepreneurs with business interests in 
Miami. The MBA format requires students travel to Miami every two months over a period of 16 months 
and the program includes a trip to Asia, which UAI identifies as one of Latin-American’s key challenges. 
The program teaches executives how to operate in unstable business conditions such as the Latin 
American environment. Setting up this subsidiary in the U.S. was not an easy process and took over a 
year to obtain the licence to operate as a business school since the educational industry in the U.S. is 
much regulated and legal advice was hired with a highly cost for the school.    
In 2007, Universidad Adolfo Ibáñez finished the construction of a new campus located in 100 hectares 
of a foothill of the Andes Mountain in Chile. This Campus incorporated the highest technology possible, 
which led the University to achieve high evaluations in international rankings. America Economia 
magazine evaluates UAI Business School as No. 1 in Chile, and Financial Times classifies UAI as in 
place 49 worldwide, in 5th. Place in Latin America, and 1st. Place in Chile (Financial Times, 2008) 
Case 3: Concha y Toro 
Viña Concha y Toro is the leading producer and exporter of wines in Chile, and is among the 10 largest 
wine companies in the world. The company has developed a broad portfolio of premium wines through its 
subsidiaries Viña Cono Sur, Viña Maipo, and Trivento Bodegas y Viñedos (the latter in Argentina), and 
the association with the prestigious French winery Baron Phillipe de Rothchild. Concha y Toro’s business 
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model is based on exclusive focus on wine, market diversification and reaching lead positions in key 
markets, strong distribution network, and strong investment that support growth and innovation. The 
company owns vineyards in Chile and Argentina, with consolidated 2007 sales of US$ 528 million and 
growth of 23%. The company is also the largest wine exporter in Latin-America, with presence in more 
than 130 countries, being the U.S. and UK the most important. Their distribution strategy is wide and 
deep, attempting to reach both on- and off trade. It has a ladder of global brands from the entry level to 
super-premium and continues to open new markets. 
Concha y Toro was founded in 1883, by its entrepreneurial founder, Don Melchor Concha y Toro, a 
local politician and businessman. He brought noble grape vines from the region of Bordeaux in France to 
plant in the Rio Maipo valley. He also hired the eminent French enologist Monsieur Labouchere to craft 
his wines.  In those days, the wine industry was just starting and production of wine in Chile was begging 
to increase. In 1891, the legend of Casillero Del Diablo was born, which gave the name to the company’s 
flagship brand: Casillero del Diablo. Following the death of Don Melchor in 1982, his son Juan Enrique 
Concha Subercaseaux became the general manager and turned the company into a limited corporation. 
En 1921, Viña Concha y Toro changed from being a family business to large open company dedicated to 
exploit agricultural land for wine production. In 1933, thanks to the financially solid position of the 
company, Concha y Toro floated in the Santiago Stock Exchange, which triggered the internationalisation 
process. In this same year, the company held its first exports to Holland. 
In 1957, and after the arrival of prominent businessman Eduardo Guilisasti Tagleto to the board of 
directors, Concha y Toro started its second stage, which initiated with a large acquisition of vineyard land 
and contemplated the market requirements. Guilisasti became later the general manger and the 
Chairman of the company from 1971 to 1988, and in this period increased exports and led years of 
expansion and new product development, the company incorporated advanced technology, increasing 
vineyards, raising production capacity and state of the art vinification equipment and in took the first steps 
toward the development of finer wines in 1963.  
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In 1994, the company started to list their shares in New York, which allowed the company to obtain 
funding to invest in more technology, acquire more vineyards, and develop new product lines. In 1996, 
the company entered Argentina through the formation of Trivento Bodegas y Vinedos to the Mendoza, 
which is now the second largest wine exporter in Argentina.  One of the most ambitious project of the 
Chilean wine industry was conducted by Concha y Toro in 1997 by signing a strategic alliance with the 
prestigious French winery Barón Philippe de Rothschild, with the goal of producing a wine with the quality 
equivalent to the French Grands Crus Classés, forming Vina Alma Viva. As a result in 1999, Concha y 
Toro received the biggest awards, and even was chosen by the prestigious magazine Wine Spectator as 
the most important winery in Chile and Argentina. During 2001, Concha y Toro entered the Club des 
Marques, a congregation that reunites the most prestigious brands of the world, becoming the only Latin 
American winery that participates in this congregation. In the same year, the company opened its first 
overseas office in the United Kingdom, through improved market knowledge and close ties with 
customers, Concha y Toro achieved excellent sales performance.  During 2001, also the global 
marketing campaign for Casillero del Diablo was launched in 114 countries and from 2004-2007, the 
company’s wine received several awards. 2007 was an exceptional year for Concha y Toro which 
received plenty of recognitions for the quality of their wines. In its special issue on 2007, the Wine & 
Spirits Magazine acknowledged Concha y Toro for its performance during the last 25 years as one of the 
best wine producers in the world. Also, in April 2007, a report by the international consulting company 
Intangible Business places Concha y Toro among the most powerful wine brands on a global scale. 
DATA ANALYSIS 
From the interviews and secondary data, several themes emerge that explain the successful 
internationalisation process of these firms that belong to an emerging market.  
Family Conglomerates and Networks 
Large family companies are dominant players in emerging markets. They are known as family 
conglomerates (or grupos empresariales) in Latin America (Kim, Kandemir, & Cavusgil, 2004). These 
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family conglomerates have several advantages over companies from developed markets, which make 
them more legitimate in emerging markets due to their well-established networks and deep 
understanding of markets and consumers (Kim, Kandemir, & Cavusgil, 2004). This is clearly 
acknowledged in the three cases of Falabella, UAI School of Business, and Concha y Toro, which are 
prestigious family business that have been around for many years in the domestic marketplace.  
UAI is owned by the Ibañez group, a family conglomerate that also owns the largest grocery retail 
chain in Chile as well as a hotel business. The company exhibits strong shared values rooted in the 
founder’s vision and legacy, close ties to the government and ruling political parties, and a deep 
understanding of the local and Latin American educational markets. UAI’s vice president of the board of 
directors, Mr. Pedro Ibañez, received in Miami the award Poder Boston Consulting for the best 
contribution for future generations, on March, 2008. Ibáñez was the only Chilean among the 14 awards. 
This award recognizes people that have demonstrated a vision, execution and Business strategy in their 
fields and celebrate the excellence in the leadership in Latin America and the rest of the world.  
Falabella is owned by the Solari, Del Rio and Cuneo family groups, and has a well-established 
national distribution network that can take years for foreign companies to replicate. The top executives 
act as directors for some of these partner companies, are well known by the community, and are highly 
regarded as professional and experienced executives. Falabella also possesses many networks with 
local service businesses in all four markets, due to the increasing number of alliances and partnerships 
developed through its CMR credit card.  
Concha y Toro is mostly controlled by the Guilisasti family, which is a highly prestigious family group 
domestically and internationally. For a second consecutive year in 2007, British Decanter Magazine 
distinguished Don Eduardo Guilisasti, Concha y Toro´s CEO as one of the most influential wine 
personalities in the world. In addition, During July 2007, Concha y Toro was invited to join the Clubdu Lac 
at Vinexpo, which is reserved for the 15 most international wine clubs.  
Partnerships 
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The entry mode literature suggests that culturally distant markets are better off by having a local partner 
that understands the local market (e.g., Barkema at al., 1996). Domestic and international parents were 
essential in the internationalisation process of these firms. For example, Falabella made the mistake of 
entering the Argentinean market through a Greenfield strategy without the advice of a local partner. 
However, In Peru and in Colombia, Falabella engaged in a partnership with local firms that already knew 
the marketplace and consumer preferences. Falabella entered the Peruvian market through an 
acquisition of a local retail chain, SAGA, and operated in this market under the brand Saga-Falabella. 
Similarly in Colombia, the home improvement format Sodimac had been in the market with a joint venture 
with the Grupo Empresarial Corona, which allowed the firm to become leader of the home improvement 
sector.  
For UAI Business School, several partnerships have helped the school to internationalise. The joint 
venture with INCAE, the most prestigious business school in the Latin American region provided prestige 
and joint capabilities in delivering an MBA program in Peru, a country where nationalistic sentiments are 
strong towards Chilean firms. Another important partnership was the Wharton-UAI alliance, where each 
year students from both schools work on a consulting project for a Chilean company wanting to enter the 
U. S. market.  This alliance provides UAI students with an international experience and prestige. Finally, 
the partnership with Chilean businessmen to open a subsidiary in Miami was essential for funding a 
difficult and expensive venture. 
Concha y Toro has strong partnerships with distributors located in 130 countries, which are key for 
achieving geographical extension. In addition, key for Concha y Toro was the strategic alliance with the 
prestigious French winery Barón Philippe de Rothschild, with the goal of producing a wine with the 
quality, forming Viña Alma Viva which resulted in yearly awards for the firm. 
Innovation and Market Orientation 
Previous studies have found that an innovation orientation has a positive relationship with firm 
international performance (Yiu, Lau, & Bruton, 2007). All three companies analysed have demonstrated 
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innovation orientation and consistent first mover advantage compared to other local competitors. For 
example, Falabella, UAI and Concha y Toro were the first in their respective industries to expand 
internationally, as well as the leaders of their industries. In addition, these companies innovate 
permanently regarding their product and service offering.  
Falabella’s CMR card was breakthrough in the development of retailing for middle and low-income 
consumers in all of their markets, and the company entered new retail sectors by acquiring home 
improvement retailer Sodimac and developing supermarket Tottus. UAI Business School also has 
innovated by developing permanently through out the years new degrees and executive programs for 
different segments. For example, MBA international programme for younger graduates, Executive MBA in 
Peru for older more experienced executives, and the Multinational MBA held in Miami for CEO´s in Latin 
America. In addition, the School was the first to introduce in 2001 the Master of Science program in Chile, 
and in 2007 inaugurated their Ph.D. in Business program, the first in Chile.  
As a result of consistent research activity, these companies permanently introduce new products or 
services to keep their position as leaders in the marketplace since all three firms have aggressive local 
and international competitors which are trying to catch up with their performance. During the 
internationalisation process, Falabella, UAI, and Concha y Toro understood each international market in-
depth and although standardised several elements of the marketing mix across markets, to generate 
important synergies among different business areas, they also adapted marketing mix elements in order 
to satisfy consumer differences in tastes and preferences. For example, Concha y Toro has developed a 
portfolio of different wine brands aimed for different segments, from basic wines to ultra premium wines of 
US$150 per bottle. Commitment with quality has consolidated Concha y Toro as one of the most 
prestigious wine producers in the world. The company understands differences in consumer preferences 
and within each brand, the company has different varieties of wine depending on the preference of the 
international market (e.g., cabernet sauvignon, sauvignon blanc, chardonnay). In the case of Falabella, it 
became evident that the Colombian market was different from Peru and Chile, but was more similar to 
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Argentina in fashion trends and purchase behaviour. Nevertheless, Falabella decided to take the 
advantage of this trend by adapting part of the retail concept, including providing local chains with a 
space in Falabella stores. This is consistent with previous research which suggests that it is important not 
only to understand environmental differences, but also to adapt properly to new conditions to achieve 
success (Dupuis & Prime, 1996). UAI also innovated by being the first school of business to offer a 
degree in the U.S, which resulted in obtaining a recognition from the Chilean government as one of the 
most innovative firms of 2007.  
Management Capabilities/Resources 
Management Team  
Chile is often seen as a leader in Latin America due to its pro-market reforms over the last three decades. 
Studies show that Chilean managers know more about operating businesses in recently deregulated and 
liberalised environments than their counterparts in other Latin American countries (Del Sol & Kogan, 
2007). Based on this research, the case study suggests that one important source of competitive 
advantage for Falabella, UAI and Concha y Toro (compared to other firms) is the managerial knowledge 
of how to operate in other international markets and the changes that need to be made in overall strategy 
(Del Sol & Kogan, 2007). For example, Falabella’s and Concha y Toro´s management team is highly 
professional and internationally experienced. The country managers in each market came from Chile and 
had high levels of education and international experience. When moving into a new market, they share 
information and learnt from the local management. In fact, in 2007 Falabella was chosen as one of the 
best-managed companies in Latin America (Euromoney, 2007). UAI has the policy of hiring only Ph.D 
academics as full-time lecturers, and has the largest proportion of Ph.D. lecturers compared to competitor 
universities in the region.  
Discussions and Managerial Implications 
This paper presented the case studies of three firms from a Latin American emerging market that have 
internationalised and established themselves as key regional players. The aim of this study is identify 
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some features that have allowed these firms to internationalise successfully. Consistent with (Khanna & 
Palepu, 2006) the recipe of their success has been their ability to treat internationalisation as an 
opportunity to build capabilities that allow them growth and further internationalisation into new markets. 
The findings of this study sustain the argument that companies from emerging markets can succeed in 
the international arena (Aybar & Thirunavukkarasu, 2005, Hennan & Keegan, 1979, Lall, 1983, Sinha, 
2005, Wright, Filatotchev, Hoskisson, & Peng, 2005). However, the international strategies developed by 
emerging market firms may have distinct characteristics compared to developed country organisations, 
and may pursue strategies that enable them to catch up with more resourceful players from developed 
markets (Bonaglia, Goldstein, & Mathews, 2007). 
The case study of the three Chilean firms’ internationalisation process illustrates how firms from an 
emerging market located in the Pacific Rim, are capable of competing internationally with multinationals 
from developed nations. Several themes emerge from the case data that contribute to an understanding 
of internationalisation success for firms from emerging countries. For example, consistent with Aulakh et 
al.,  (2000), a differentiation strategy enhanced the performance of Falabella and UAI Business School in 
foreign emerging countries due to the less developed characteristics of these markets. Thus, consistent 
with the findings of Lall (1983) and Lee and Beamish (1995), Falabella and UAI faced a lower knowledge 
gap compared to retailers from developed countries when operating in these Latin American markets, 
because these new contexts presented a similar institutional environment to the domestic context.  
An innovation and market orientation was clearly evident in Falabella, Concha y Toro, and UAI 
Business School’s overall domestic and internationalisation strategy. Falabella was innovative in its 
domestic market and gained a strong first mover advantage in all the retail businesses that it operated 
nationally, which explains the firm’s consistent above-market performance. Furthermore, the interviews 
show that there is a strong commitment from top executives for company managers to innovate and 
surprise customers constantly to reinforce their loyalty towards the company. This derives mainly from 
the legacy of the founders, which is very similar to the origin of other retail firms such as Wal-Mart and 
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Ikea (Arnold, 2002). This innovation orientation was maintained when internationalising and was reflected 
in the development of new retail formats in Peru, the restructuring strategy in Argentina, and the 
incorporation of local suppliers in Colombia. Networks with home and host market actors were found to 
be another capability for emerging market firms to deal with problems of underdeveloped market 
institutions. By having access to domestic and foreign networks, these firms accumulated an imitable 
capacity to combine domestic and foreign resources to internationalise. For example, ties with regulatory 
agents, banks, trade associations, universities, and financial institutions provided these firms with access 
to critical resources and especially information regarding regulations and policies, international data, 
market opportunities, and financial back up (Yiu, Lu, Bruton, & Hoskisson, 2007). In addition, links with 
domestic trade associations and professional bodies provided market intelligence and access to new 
markets. Furthermore, relational ties with banks in the host market made it possible to obtain local credit 
in the foreign markets. Finally, partnering with international firms helped these three firms adopt the 
appropriate business styles and avoid problems with nationalistic feelings from host consumers.  
Consistent with the literature on family businesses in emerging markets (Kim, Kandemir, & Cavusgil, 
2004), belonging to a family conglomerate with so many years in the marketplace helped Falabella, UAI 
Business School, and Concha y Toro acquire several advantages over foreign companies from 
international markets, and made these firms legitimate due to the reputation and tradition provided by the 
family name. These family-based executives had close contacts with peers in other countries within the 
region due to their active participation in conferences and trade association meetings. 
Finally, the data support previous studies that suggest that firms from emerging markets draw 
resources and learning from domestic and international networks to build the capabilities and resources 
to operate internationally (Elango & Pattnaik, 2007, Yiu, Bruton, & Lu, 2005, Yiu, Lau, & Bruton, 2007). 
For example, the three companies went through a process of permanent learning from its own domestic 
experience, but also from the company’s internationalisation experience. Falabella particularly learned 
from multinational retailers, such as Home Depot and J.C. Penney that entered their domestic market 
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and withdrew after a few years. This supports previous research on retail organisational learning that 
argues that increased performance is more likely for companies that learn as much as possible from their 
operations and mistakes as well as from other relevant constituencies (Palmer & Quinn, 2005). 
According to competitors and the business community, the managers of these three firms are key 
assets of the companies. These highly qualified executives with postgraduate degrees had a profound 
knowledge of the industry, and have remained in the firm longer than the industry average. They have 
been chosen carefully by the company directors and although not all of them have international 
experience, they have been exposed to foreign markets and encouraged sharing their knowledge. Thus, 
these executives show strong managerial know-how to operate in international economies (Del Sol & 
Kogan, 2007). In addition, the fact that these companies encourage the hiring of local management in 
each international market where they have operations also helps the company to be perceived as 
legitimate among suppliers, competitors, and the general business community.   
Overall, firms from emerging countries in Latin America have pursued a distinctive approach to 
internationalisation. Unlike the early paths of internationalisation process for firms from developed 
markets (e.g., U.S., Europe, Japan), these firms have benefited tremendously from partnerships, 
networks, and with international players who have transferred technological and organizational skills, as 
well as legitimation properties, allowing emerging market firms to undertake successful 
internationalization. Theoretical models of retail internationalisation conceptualise international expansion 
as occurring when firms seek to leverage their competitive advantage in a new setting through specific 
firm compatibilities (Dunning, 1988). The data of this study show that the three companies not only 
leveraged their competitive advantage through organisational and managerial capabilities and resources, 
but also acquired resources and capabilities from the internationalisation process that helped the grow 
and pursue further internationalisation. This allowed the retail firm to improve further expansion 
opportunities, consistent with a springboard  perspective (Luo & Tung, 2007). 
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CONCLUSIONS 
Following several calls for research in emerging markets as a way to advance science (Burgess & 
Steenkamp, 2006, Wright, Filatotchev, Hoskisson, & Peng, 2005), the aim of this exploratory study was to 
examine the internationalisation process of firms from an emerging country located in the Latin American 
Pacific Rim region, a topic that requires more research and understanding in the international business 
literature. Based on three case studies of Chilean firm’s internationalisation process, the findings confirm 
that firms from emerging markets have the potential to compete internationally with more resourceful 
players from developed countries, and provide insights into what resources and capabilities will allow 
them to overcome the liability of originating in a less developed market.  
The study of the internationalisation of firms from emerging countries is at a relatively early stage of 
development and further work is required to investigate other internationalising firms in other emerging 
markets. Additionally, several of the themes identified in the data should be explored in more depth with 
different business sectors, which will provide important insights for developing broader theoretical 
frameworks of retail internationalisation. Thus, international research examining the internationalisation 
attempts of companies from other emerging market would help to enhance the understanding of the main 
competencies and resources need for internationalisation. 
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